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both production and marketing are anything but complete monopolies. It cannot be denied that power of this kind is at times a potent factor on markets and prices, but it certainly is not common in connection with the markets and prices of farm products.
At this point it is well to emphasize the importance of clearly distinguishing between large or small scale competitive undertakings and large or small scale monopolies. It is a common error to regard any large undertaking or organization as a monopoly or as seeking to gain monopoly power while all small concerns are ignored on the ground that they could be nothing but competitive. To confuse size with monopoly, however, is a serious mistake. Some very small concerns are strictly monopolistic and secure exorbitant margins and profits, while other enterprises of great size are strictly competitive. Cases in point would be the little gas company in a small town, which is a true monopoly, and the large metropolitan department store, which is a truly competitive business. Often large-scale competitive enterprises are the only means of doing business on a smaller margin and hence are exactly what the public must have if its demand for lower prices to consumers and higher prices to farmers is to be satisfied. To confuse the large competitive middleman with the monopolistic middleman unfortunately leads to the destruction or hampering of the one essential to public welfare along with the other which is harmful to the public. The real differences between these types of concerns must be appreciated if the competitive concern is to be retained and only the monopolistic ruled out. These distinctions require correct judgment based upon facts showing the fundamental results of these organizations and not upon their superficial appearances.
If markets are classified according to characteristics which savor of monopoly or of competition perhaps these important